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Since the 1970s, many enterprises have introduced new products by using the 
method of brand extension to get more market share and increase profits. Since brand 
extension has been widely used, it’s critical to introduce naming into the brand 
extension. This research focuses on the relationship between "the family name" and 
"the first name" in market field, also the naming between series products, to study 
whether the differences between cultures may influence the naming of the extensive 
brand, just like the naming of people. Additionally, it’s also worth studying whether it 
is possible to add priming into advertisements to improve the acceptance and approval 
of brand extension name by consumers. 
This paper studies the brand extension naming by case study and experiments 
from the aspects of market and consumer. Researcher chooses China and America as 
the representatives of the collectivism/individualism cultural framework. Case study 
focuses on the brand extension naming strategies used by Chinese and American 
brands in today's market.The experiments try to find out how different cultures 
influence consumers’ evaluation of different brand extension naming. 
The study makes several conclusions: First, the differences between the brand 
extension naming strategies of Chinese brands and American brands absolutely fit the 
differences between cultures; Second, it also verifies that different cultural frames 
influence the preference of consumers in different brand extension naming strategies; 
Third, the extension fit and the perception of original strategy of parent brand by 
consumers are still important factors that influence the evaluation of different brand 
extension naming strategies; Forth, the cultural priming actually can be applied to 
advertisements to improve the acceptance and approval of brand extension name by 
consumers. 
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容的比较 (e.g., Alden, Hoyer, & Lee, 1993; Han & Shavitt, 1994;Kim & 
Markus,1999), 个人主义社会与集体主义社会中消费者对不同广告诉求信息的
加工及其说服力 (e.g.,Aaker & Maheswaran, 1997; Aaker & Williams,1998; 
Han&Shavitt, 1994; Zhang&Gelb, 1996)，个人主义社会与集体主义社会中消费者































































































































differences with family and friends task)和划代词启动方式(Pronoun circling task)；
第三种是群体和关系相结合的启动（Both Relational- and Group-Level），包括乱










2008）。因此本研究采用 SDFF 与苏美尔勇士相结合的双重启动方式。 
SDFF 启动方式要求被试思考或写下自己与家人、朋友的共同点/不同点，从
而启动集体主义/个人主义（Trafimow et al，1991）。SDFF 启动方式通常用自我
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